In Pursuit of Everyday Creativity
The world has long been fascinated by creative individuals -people who produce work that dramatically touches us aesthetically or advances our lives technologically.
Sharing this fascination, creativity researchers have long paid careful attention to individual creativity, beginning with studies of well-known geniuses (e.g., Cox, 1926; Galton, 1869) . While this tradition has continued (e.g., Gardner, 1993; Gruber, 1982) , research topics in recent decades have expanded to encompass personality, biographical, cognitive, and socio-cultural studies of both well-known and lesser-known creative individuals (e.g., MacKinnon, 1965; Simonton, 1975) ; personality traits associated with creativity in the general population (e.g., Feist, 1998) ; and social-psychological studies of environmental influences on individual creative behavior (e.g., Amabile, 1996) . The ago that yielded some tantalizing hints at answers (Amabile et al., 2001; Amabile, Barsade, Mueller & Staw, 2005; Amabile & Kramer, 2011a , 2011b Amabile, Schatzel, Moneta, & Kramer, 2004; Moneta, Amabile, Schatzel, & Kramer, 2010) . Analyzing nearly 12,000 daily electronic diary entries that we collected from 238 professionals working on 26 projects that called for creativity in seven different companies, we made three central discoveries. First, we found that day-by-day psychological experienceemotions, perceptions, and motivations -significantly influences creative performance as indicated by supervisor ratings, peer ratings, and quasi-behavioral measures of creative thought; creativity is higher when emotions and perceptions are more positive, and when intrinsic motivation is stronger. Second, we found that, of all the workday events that can lead to positive psychological experience, the single most important is making progress in meaningful work; setbacks have the opposite effect. Finally, and perhaps most importantly for the purposes of this essay, we discovered that individuals trying to be creative in their work not only experience, but can also describe, a rich and wide variety of emotions, perceptions, and motivations that relate to their work and color the quality of their lives in ways that we are only beginning to understand.
Attacking this question is fundamentally important for both the science and the practice of creativity. Increasingly, technology is enabling open innovation, user innovation, and citizen innovation. It seems increasingly likely that products and services resulting from the creative behavior of ordinary individuals may not only become more prevalent than those coming from experts or geniuses in particular domains, it many actually become the most important source of creative breakthroughs. In order to fully understand creativity and what influences it, and in order to confidently prescribe ways in which individuals, organizations, and societies can enhance it, we must undertake studies of creative behavior -and the accompanying psychological states and environmental contexts -in situ, as it is happening. As is obvious in the present issue of the Journal of Creative Behavior, this is only one of the many pathways that creativity studies should take in the coming years. But, I believe, it is one of the most important.
